The first of the eight millennium development goals (MDGs) focused on eradicating extreme poverty and hunger, with one of the specific targets being to halve, between 1990 and 2015, the proportion of people who suffer from hunger. As a food crop, cassava fits well into the poverty and hunger eradicating agenda because it is available all-year round, ensuring steady income and food security for households. Only a profitable and efficient marketing system can achieve this because market is the link between food producers and consumers. This study was carried out to investigate the profitability and efficiency of cassava tuber marketing in Oyo State, Nigeria. Multistage sampling technique was employed to sample 240 cassava tuber marketers in the study area. Data obtained were analysed using the descriptive, budgetary and OLS regression analysis. Data analysis revealed that mean age of cassava tuber marketers was 39.01years and most (70.8%) of them were male. and married (91.7%), with mean household size of 5.33 persons. Most (47.50%) of the respondents received secondary education with average of 10.42 years spent in school. Respondents claimed average marketing experience of 11.17years and personal savings was endorsed by 80.0% of them as the major source of finance. Budgetary analysis revealed that the business is profitable with gross margin of #38,989.59 per tonne transacted. The BCR was found to be 1.43. The challenges faced in cassava tuber marketing include injury to tubers during transportation, high transportation cost and illegal tax. The OLS regression analysis revealed that purchase cost of cassava tuber, labour cost and transport cost are variables influencing revenue generated by respondents. The study concluded that cassava tuber marketing is a profitable enterprise in the study area and associated marketing functions are efficiently performed by respondents. The study recommends that cassava marketers should form registered trade union through which the issue of illegal and excessive tax collection from members could be addressed.
Introduction
Cassava (Manihot esculenta Crantz), is a perennial woody shrub from the family Euphorbiaceae with an edible root which grows in the tropical and sub-tropical areas of the world, including sub-Saharan Africa. Cassava is one of the widely grown and known food crops for a large population of people in the tropical regions and this is because it tolerates drought with high water retention capacity and the soil requirement can be met in most areas of the world because it can grow on low fertility soil and yield good tubers. It is a major food crop which can be produced by small and large scale farmers in marginal areas with poor soil conditions and an unfavourable climate (CBN, 2001) . Compared to grains, cassava is more tolerant to low soil fertility and more resistant to drought, pests and diseases (Obisesan, 2012) . Its roots store well in the ground for months after maturity (Ope-Ewe et al., 2011) . It also has the ability to be stored in the soil for some period of time after fruiting without being perished. Cassava remains a staple food in many parts of western central Africa and it is found throughout the humid tropics. Its fresh root contains about 30% starch and very little amount of proteins. Its leaf is rich in protein and vitamin B.
In year 2000, according to FAO estimation, 172 million tons of cassava was produced worldwide. Africa accounted for about 54%, Asia 28%, Latin America and Caribbean 19% of the of the total world production. Nigeria's output of cassava is by far the highest in the world; about a third more than production in Brazil and almost double the respective volume of production of Indonesia and Thailand. Cassava production in each of the other African countries, who are also major producers, namely Democratic Republic of the Congo, Ghana, Madagascar, Mozambique, Tanzania and Uganda appears small in comparison to Nigeria's substantial output. Nigeria produced 33 million tonnes making it the world's largest producer. In the year 2000, Nigeria average yield was 10.6 tonnes per hectare (FAO production year book, 2001) . By the year 2002, estimate of cassava output in Nigeria was put at about 34 million tonnes, but by 2003 the output has risen to about 37 million tonnes (FAO, 2004) .According to FAO (2007) , Nigeria is the world largest cassava producing country in the world with about 45.75 metric tonnes annually. About 90% of this is however, consumed as food. The country is yet to fully harness the socio-economic potentials of cassava that would translate to higher ranking of cassava next to petroleum as major contributor to the Gross Domestic Product (GDP). At present, Nigeria is the largest producer of cassava in the world with an annual production of 38.6 million tons (FAO, 2012) . This was achievable due to the development of high yielding cultivars accompanied by improved production technologies. The presidential initiative on cassava set in motion the process of achieving on annual basis 5 billion dollars from export of cassava in the within 3-5years. The plan also involved building of the domestic productive capacity to efficiently, profitable and sustainable satisfy new market demand with the quality and quantity required to realize the objective. One of the strategies put in place to realize this noble objective was the establishment of 6-farmgate primary processing centres. However, lack of funds to procure essential processing machinery and equipment, which were to create increase demand for cassava product, posed as a problem (Presidential Initiate on Cassava Reports, 2003) .
Cassava is a very important food crop and cash crop. It brings in good income to the farmers. Cassava is a crop which can be processed to many forms which include: garri, cassava chips, cassava flour and pellets, cassava peels is used in making of animal feeds. Cassava is a cheap and reliable source of food for more than 700 million people in the developing world (FAO, 2003) . It is estimated that 250 million people in sub-Saharan Africa derive half of their daily calories from cassava (FAO, 2005) . As a food crop, cassava fits well into the farming systems of the smallholder farmers in Nigeria because it is available all year round, thus ensuring household food security. Cassava is an energy given source of food and its low soil fertility requirement; it is widely grown in southern part of Nigeria. Of additional importance of cassava is its use as an industrial raw material for the production of alcohol, gums, pharmaceuticals and confectionaries. In view of the benefits of cassava highlighted as aforementioned, efforts are to be intensified towards increasing cassava production and marketing efficiency in the country to the level of self-sufficiency. One of such commitments was the pronouncement and investment of the Obasanjo administration to increase cassava production and marketing to a level that it serves as the nucleus of much industrial production in Nigeria (Fakayode, 2008) .
Boosting production without boosting marketing system can lead to glut of cassava in the market. This can depress prices and discourage farmers from investing in cassava cultivation (IFAD, 2013) . In recent years, producers in general and especially small farmers have faced considerable difficulties in practice and agricultural services. The production and marketing of cassava have several challenges which include high cost of input materials, high cost of labour, high cost of mechanisation, inadequate extension services/ technical advice, inadequate funds, inadequate supply of high yielding cassava cuttings, bad access farm roads, effects of weather and climate, production and price fluctuations, lack of price, control, preservation and storage, value addition among others (FMANR, 2006) . Market access is a real limit to the promotion of agricultural products. The markets are important in the subsistence strategy of most rural households, not only because most of the production resources come from the market, but mostly it is the only way for producers to sell their products. It is also on the same market that they spend income earning from production. Market access also gives players the opportunity to specialize according to comparative advantages of ownership and therefore enjoy the trade earnings (Duncan, 2007) . Marketing can pose a problem for poor farmers who may not have resources to transport their commodities to the market, especially those living in villages with poor feeder roads. Typically farmers transport their farm produce to the market on heads as head loads, on bicycles or in Lorries. With poor market access, marketing of cassava can be particularly problematic because of its bulky nature, especially if it is not processed (Cassava Report Final, 2013 ). An increase in provision of good storage facilities, transportation and marketing will help to meet the ever growing Nigerian population. The sustenance of productivity based agricultural growth depends on the expansion of market opportunities by improving the competitiveness of agricultural products (World Bank, 2008) . According to Adesope, et al, 2006) , agricultural development has been constrained by marketing of commodities. Therefore, there is need to investigate the profitability and market performance of cassava tuber, a major staple crop in Nigeria.
The major objective of this study is to analyze the profitability and efficiency of cassava tuber marketing in Ibadan/Ibarapa agricultural zone of Oyo State. Specific objectives include identifying the socio-economic characteristics of cassava tuber marketers in the study area, investigating marketing practices of the respondents, estimating the cost and returns associated with cassava tuber marketing, computing the marketing efficiency, as well as identify the challenges faced by cassava tuber marketers in the study area. The study hypothesis was stated in null form as: Transaction cost does not significantly affect revenue generated by cassava tuber marketers. Knowledge of these was essential to give better understanding of the marketing system to prospective investors in cassava marketing, and also help in identifying the challenges facing the cassava tuber marketers with the view of suggesting solutions to these challenges to improve the efficiency of cassava tuber marketing.
Methodology
The study was carried out in Oyo State, Nigeria. Oyo state comprises of four agricultural zones, namely, Oyo, Ogbomoso, Ibadan /Ibarapa and Saki agricultural zones. Population of study comprises all cassava marketers in the study area. Multi-stage sampling technique was employed to select the respondents for the study. In the first stage, one of the four zones, Ibadan/Ibarapa was purposively selected based on massive cassava production in the area. The second stage involved purposive selection of Ibarapa North Local Government Area (LGA) within the zone based on availability of produce markets in which raw cassava tubers are sold in large quantities. Ibarapa North LGA has its headquarters in Ayete. The LGA was created in 1996 from the old Ifeloju LGA. According to 2006 population census, the LGA has 101,092 headcounts and land area of 1,218 km 2 . There are three notable major towns in the LGA, namely, Ayete, Tapa and Igangan. The LGA lies within latitude 7 0 50 ! North and longitude 3 0 25 ! East. The major occupation of residents is farming and the major produce markets include Ajise, Obada, Alaagbaa, Alabi, Konko, Oja-Isale. The third stage involved cluster sampling of the cassava tuber marketers as they were found in groups within the produce markets. Proportionate to size sampling technique was adopted to select 240 respondents which formed the sample size. Data were collected using interview schedule to obtain relevant information from respondents. Descriptive statistics such as frequency counts, tables and percentages were used to analyse socio-economic characteristics of the respondents, marketing practices and challenges facing respondents. Budgetary analysis was used to estimate cost and returns associated with the enterprise of the respondents. The marketing efficiency was calculated using its standard formula while the Ordinary least squares regression analysis was employed to test hypothesis of the study.
Budgetary Analysis
Gross Margin (GM) is used in estimating the profitability of cassava tuber marketing. It is calculated as difference between Total Revenue (TR) and Total variable cost (TVC) TR is quantified as: quantity of cassava tuber sold × price per unit TVC is quantified as total cost of all variable inputs like purchase at farm gate, transportation, labour, e.t.c. Gross margin = Total Revenue -Total variable cost GM = TR -TVC Benefit cost ratio (BCR) is a ratio to determine the profitability of the cassava tuber. = ∑TR/ ∑TVC If the BCR < 1, the business is not profitable; If the BCR > 1, the business is profitable Marketing efficiency (M.E.) is computed as: M.E. = (Value added by respondent ÷ Cost of marketing) × 100% Marketing efficiency can be defined as the maximization of the ratio of output to input in marketing. Efficient marketing optimizes the ratio between inputs and outputs. Marketing inputs here include the resources used in marketing of product whereas marketing output is the benefits or satisfaction created or the value added to the commodity as it passes through the marketing chain. Therefore for this study, value added by respondent is computed as Price (in #) received by the respondent (price paid by the consumers) less the price received by the preceding marketer in the supply chain. Therefore: M.E. = [ -] ×100% When ME = 100%, it implies that the respondent just recovered the cost incurred in carrying out the marketing services, ME > 100% implies that the respondent covered the cost of marketing and made a margin above the 100% (higher value of ME denotes higher level of efficiency), while ME < 100%indicates that the respondent is operating at a loss.
OLS Model Specifications
Inferential statistics such as the Ordinary Least Square regression (OLS) was used to test the study hypothesis. Various functional forms were fitted and the equation of best-fit was selected based on the value of R 2 , t-value and signs on the coefficients. Y= a + b 1 X 1 + b 2 X 2 + b 3 X 3……………….. b 6 X 6 Where: Y = Revenue from cassava tubers sales X 1 = Cost of cassava (farm gate price) (#) X 2 = Labour cost (#) X 3 = Cost of transport (#) X 4 = No of years spent in school X 5 = Years of experience X 6 = Age (years)
Presentation And Discussion Of Results

Socio-economic Characteristics of Respondents
Result of data analysis depicted in Table1 revealed that 70.8% of the cassava tuber marketers were male while 29.2% were female, implying that it is a male dominated enterprise. Age distribution of the respondents shows that 54.2% fall into the age bracket of 30-40 years, 36.0% fall into age bracket of 41-50years and 3.3% fall on bracket of 51 years and above. The mean age is 39.01 years, indicating that respondents are still in their productive age. The marital status distribution of respondents showed 91.7% were married while others were either separated or divorced. Majority (70.8%) of the respondents claimed household size of between 3−5 members and only 0.8% are less than 3 members. The mean household size was 5.33 members. The respondents' distribution according to level of education shows that 47.5% of the respondents have secondary education and 5.8% have no formal education, 27.5% have primary education while 19.2% have tertiary education. This revealed that educational status is not a barrier to being involved in cassava tuber marketing.
Results of data analysis further revealed that 43.4% of the respondents claimed 11−15 years stay in school, 36.6% identified with 6−10 years, 13.3% endorsed 16−20 years stay in school while only 6.7% claimed less than 5 years of schooling. This implies that the larger population in cassava tuber marketing obtained secondary school certificate. The mean number of year spent in school was 10.42 years. Many (60.0%) of the cassava tuber marketers claimed to be Christians, 35.5% were Muslims while only 2.5% endorsed traditional religion. This indicates that religion affiliation is not barrier to cassava tuber marketing in the study area. Farming is the primary occupation of many (46.6%) of the respondents. According to the results, cassava tuber marketing is a major source of income for the respondents. Table 2 presents the respondents' distribution according to sales channel. Many (54.2%) of the respondents sell directly to large scale processing firms while 45.8% claimed they sell to local people (small scale processing units). The distribution of respondents by year of cassava tuber marketing experience was also presented in the table. Results of analysis revealed that 14.2% have less than or equal to 5 years while 8.3% have more than 20 years. The mean marketing experience was 11.17 years.
Marketing Practices of Respondents
The table also depicted distribution of respondents according to scale of trade, where majority of the respondents (80.8%) were wholesalers while 19.2% claimed to be retailers. This implied that most of the cassava tuber marketers operate on large scale. Distribution of Respondents according to varieties of cassava tubers sold presented that majority (51.7%) of the respondents sell all varieties, 8.3% claimed to sell two or more combinations of cassava varieties while other respondents were specific about cassava variety they sell. Table 2 further presented that many (78.3%) of the respondents got cassava tuber supply directly from the farm, 4.2% got their supply from local assembly market places while 17.5% claimed their supply originated from lager scale wholesalers. Personal savings is the source of fund for majority (80.0%) of the respondents. M.E. > 100% implies that the respondent covered the cost of marketing and made a margin above the 100%, hence cassava tuber marketers performed associated functions efficiently in the study area
Challenges facing Cassava Tuber Marketers
Result of data analysis revealed that injury to cassava tuber is the major (52.5%) challenge experienced by the respondents. Other challenges include lack of capital (35.8%), high transport cost (19.2%), and police tax (18.3%). 
Ordinary Least Square Regression Analysis
The estimated variables include cost of cassava tuber, labour cost, cost of transport, years spent in school, years of experience, age of respondent. Adjusted R 2 was 0.853 revealing that the explanatory variables explained 85.3%variation in the dependent variable. F-value was 115.633 and significant at 1% revealing goodness of fit of the model. The table revealed that cost of cassava tuber, labour cost and transport cost have significant relationship with total revenue generated by the marketers in the study area. Cost of cassava tuber was positively significant at 1%. By implication, increase in purchase cost is an indication of increase in total volume transacted and consequent increase in total revenue. Labour cost was significant at 1% with positively signed coefficient. This implies that an increase in the cost of labour hired will increase the revenue. This could mean that when expert hands are employed, professional efforts supplied will result to increased revenue. Cost of transport bore negatively signed coefficient which was significant at 1% level. An increase in the cost of transport will tend to lessen revenue generated. Years spent in school, years of experience and age of respondents were found not to significantly affect revenue. Therefore, null hypothesis is rejected. Source: Data analysis, 2015 R 2 = 0.860 Adjusted R 2 = 0.853 F-value = 115.633*** ***Significant @ 1%
Conclusion and Recommendations
The study concluded that Cassava tuber marketing is a profitable enterprise in the study area, and marketing system is efficient. This could have positive implications on achieving part of the millennium goals, ensuring steady income and food security for households. Cost of cassava tuber, cost of labour and cost of transport were variables influencing revenue generated by respondents.
Injury during transportation, high transportation cost, lack of capital and illegal police tax were pressing challenges to cassava tuber marketing in the study area.
The study recommends that cassava marketers should form registered trade union through which the issue of illegal and excessive tax collection from members could be addressed. The marketers should also establish cooperative societies to help ease financial challenge of members.
